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EXECUTIVE SUMMARY

This report has been developed as part of the Erasmus+ Project ECO-MEDIA - COMMUNITY
MEDIA FOR E-VOLUNTEERING ON CLIMATE CHANGE. More specifically, this document
provides the outcome of the |01: Descriptive Map of Community Media Approaches for Digital
Youth Work in partner countries. This report aims to lay the foundation forming a
comprehensive understanding of youth work in the frame of community media and digital
methodologies.

The target group from which this report is to benefit includes, youth workers, school guides,
mentors, tutors and professionals who work with youth or the youth sector. The findings will
be used as a guide for the development of a greater understanding of the current situation of
digital youth work around Europe, acknowledgement of best practices related to community
media and youth work, knowledge on youth pedagogical framework about community media
and digital youth work and measure the level of youth engagement through community media
tools.

Climate change and, in fact, environmental sustainability is one of the most crucial challenges
in society today. As stated by the EU Commission “the last two decades have witnessed 18 of
the warmest years on record, and an increase of extreme weather events” (Going climate-
neutral by 2050 - ML-04-19-339-EN-C). The role of youth in implementing good practices and
leading sustainable lifestyles are essential to creating a change on a long-term basis and has
been recognised by the Action for Climate Empowerment (ACE). In particular, two of the six
goals of the ACE are the main focuses of this project: education and training. We believe that
professionals should play a key role in guiding young people to engage in volunteering
activities as they represent the “bridge” between youth and active society. Community media
are great tools to empower the young audience and vehicle important messages such as the
ones related to climate change, due to their wide networking potential, sustainability, and
accessibility for all; they facilitate active citizenship and enable innovative ways for e-
volunteering and activism. Based on The National Youth Council of Ireland 2016’s statement
“there are a lot of youth work practitioners who lack the digital skills or attitudes to fully
benefit from the opportunities created by digital technologies for delivering quality youth
work” and also that “many youth workers see digital media only as social media. Their
understanding of the possibilities of digital media and technology should be widened”
(Developing digital youth work - NC-02-18-021-EN-C).

This is the reason why the main goals for this project are: Increasing digital skills and
community media literacy amongst professionals working with youth, i.e. social and youth
workers, mentors, trainers, tutors, school guides; Raising awareness of climate change
through the engagement of youth in e-volunteering activities and activism, using community
media as an innovative tool. For the above-mentioned reasons, with this project, we aim to
equip social and youth workers, school guides, mentors, tutors, and, in general, professionals
working with youth, with useful digital skills and tools based on community media, to promote
and raise awareness amongst youth on e-volunteering and activism in the scope of climate
change.
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CHAPTER 1| INTRODUCTION

1.1. Scope and description of the report

The ECO-MEDIA Project aims to train professionals working with young people in using
community media as a tool to enhance the quality of their work and communication as well
as to raise awareness on other volunteering approaches, i.e. e-volunteering and digital
activism, with a focus on climate change. Intellectual Output 1, aims to lay the foundation for
a comprehensive understanding of youth work in the frame of community media and digital
methodologies.

The scope of this deliverable is to summarize and present the results of Intellectual Output
1 (101) of the project, which aimed to:

e Develop a comparative analysis between the partner’s countries regarding the digital
methodologies that were used in the pandemic, to engage young people in e-
volunteering activities

e C(reate a database of organizations, best practices and curriculums related to
community media and youth work

1.1.1. Deliverable description

In order to address the objectives of 101, this report is structured in three main sections. The
first offers introductory information. Specifically, information on the aspects of Eco-Media and
related terminologies such as community media, e-volunteering and digital activism are
provided.

In the second section, national findings and a comparative survey analysis was established
across partner nations, namely, Spain (P1), Cyprus (P2), Italy (P3), Austria (P4), Greece (P5)
and Finland (P6) on digital methodologies for youth engagement in volunteering activities,
and results were analyzed. In the final section, the framework for the engagement of youth in
e-volunteering activities, using community media as a tool in the greater scope of tackling
climate change as well as relevant curriculums are presented.

Also, the active community media, related organizations and best practices already existing in
the partner countries are listed, in order for the curricula to be studied in subsequent I0s of
the project and used as a point of departure for the synthesis of the Eco-Media’s e-learning
platform.

The described protocol will be used as a benchmark for youth workers and in general
professionals working with young people which will seek to develop appropriate and
interactive methodologies on e-volunteering and digital activism activities thanks to the focus
on community media in digital work. So, the framework is divided into topics, such as active
citizenship, digital literacy and digital opportunities for volunteering and activism, which are
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crucial both for the Eco-Media project and subsequent relevant projects. It was composed
after the identification of the skills, knowledge and competences which need to be explored
for the creation of the e-learning material and the training curriculum of this project. All
partners gathered input from stakeholders of the three target groups of Eco-Media in their
respective countries and analyzed the results of the relevant survey and sent it to Wisefour.
The designed survey which was used for the collection of the results from the target groups is
included in the Annex of the Report (refer to ANNEX |). Wisefour prepared the protocol, after
analyzing the results provided by the partners and composed this final report, which also
includes information on the local context which should be taken into account for the
development of the course.

1.1.2. Methodology

In order to address the first objective of 101, namely, a survey analysis on digital
methodologies for youth engagement in volunteering activities and a transnational
comparative analysis, a questionnaire was developed. It was composed of questions that
aimed to explore if the organizations applied any digital strategies (which exactly and by what
means) during the COVID-19 era, to motivate young people to get involved in volunteering
activities. Moreover, through the questionnaire, we measured the level of volunteer’s
response in these strategies, organization’s familiarity with local community media and
organizations development of green actions against climate change. The questionnaire was
designed based on the questions that would be addressed during the focus groups. They were
developed by Wisefour and then finalized, according to the feedback given by all partners. As
initially planned, all partners were responsible for the identification of the respondents, a total
of 30 participants per partner. Wisefour, after analyzing the results provided by the partners,
composed this final report, which also includes information on the local context which should
be taken into account for the development of the end product, the Eco-Media e-learning
platform.

First, desktop research was performed. Data and background information were gathered on
the existing methods and digital tools that could be used for volunteering activities and
management, which are widely used in some organizations, as well as individually. State-of-
the-art information was put together through literature review, as well as the valuable input
of the project partners, who carry profound knowhow and expertise, through their
multiannual experience in the field. So, more in-depth and detailed data were gathered
specifically on the usage of community media and climate change as a tool to engage youth
in volunteering activities. The services provided by eminent youth organizations, as well as
alternative facilities used sometimes in the absence of knowledge on the existence of
community media, were also given attention to make a clearer picture. The framework also
includes the guidelines for the collection of the results and the factors that need to be taken
into account.

Moreover, the consortium aimed to develop frameworks regarding community media and
climate crisis with relevant references of scientific articles. The frameworks, included also
guidelines developed by entities, with specific skills, knowledge and behavioral requirements

PROJECT NUMBER - 2021-1-ES01-KA220-ADU-000026310

The European Commission's support for the production of this publication does not constitute an endorsement of
the contents, which reflect the views only of the authors, and the Commission cannot be held responsible for any
use which may be made of the information contained therein

7

ECO-MEDIA



Co-funded by
the European Union

that enable youth workers to perform their job successfully. The content of this intellectual
output was initially planned to be developed according to desk research on relevant literature
review and then finalized, based on the feedback provided by the target groups of the project:
youth workers, school guides and generally professionals working with youth. The focus group
method is employed when researchers are interested in how people respond to each other’s
views and build up a view out of the interaction that takes place within the group. They are
proven to be very helpful in the elicitation of a wide variety of different views in relation to a
particular issue. By using this method, the partners aimed to bring together views both from
the European North and the European South, thus presenting a holistic approach towards the
skills, knowledge and requirements of organizations working with youth.

For the second objective of 101, namely the development of curriculums for youth
engagement in e-volunteering activities through community media, desk research was
implemented, for the identification of the existing learning and training courses regarding this
topic, and their adaption to the current (after pandemic) needs by creating innovative learning
units, it’s modules and the relevant learning objectives.

For the final objective of 101, identification of existing organizations and active community
media in each partner country and the cataloguing of the most common best practices for
youth engagement in volunteerism through community media, each partner was responsible
for carrying out desktop research and provide Wisefour with the relevant lists, in order for
them to be incorporated in this report.

1.2. Background and Objectives

1.2.1. The ECO-MEDIA Concept

Climate change and, in fact, environmental sustainability is one of the most crucial challenges
in society today. As stated by the EU Commission “the last two decades have witnessed 18 of
the warmest years on record, and an increase of extreme weather events” (Going climate-
neutral by 2050 - ML-04-19-339-EN-C). The role of youth in implementing good practices and
leading sustainable lifestyles are essential to creating a change on a long-term basis and has
been recognized by the Action for Climate Empowerment (ACE). In particular, two of the six
goals of the ACE are the main focuses of this project: education and training. We believe that
professionals should play a key role in guiding young people to engage in volunteering
activities as they represent the “bridge” between youth and active society. Community media
are great tools to empower the young audience and vehicle important messages such as the
ones related to climate change, due to their wide networking potential, sustainability, and
accessibility for all; they facilitate active citizenship and enable innovative ways for e-
volunteering and activism.

Based on The National Youth Council of Ireland 2016’s statement “there are a lot of youth
work practitioners who lack the digital skills or attitudes to fully benefit from the opportunities
created by digital technologies for delivering quality youth work” and also that “many youth

PROJECT NUMBER - 2021-1-ES01-KA220-ADU-000026310

The European Commission's support for the production of this publication does not constitute an endorsement of
the contents, which reflect the views only of the authors, and the Commission cannot be held responsible for any
use which may be made of the information contained therein

8

ECO-MEDIA



Co-funded by
the European Union

workers see digital media only as social media. Their understanding of the possibilities of
digital media and technology should be widened” (Developing digital youth work - NC-02-18-
021-EN-C). This is the reason why the main goals for this project are: Increasing digital skills
and community media literacy amongst professionals working with youth, i.e. social and youth
workers, mentors, trainers, tutors, school guides; Raising awareness of climate change
through the engagement of youth in e-volunteering activities and activism, using community
media as an innovative tool. For the above-mentioned reasons, with the Eco-Media project,
we aim to equip social and youth workers, school guides, mentors, tutors, and, in general,
professionals working with youth, with useful digital skills and tools based on community
media, to promote and raise awareness amongst youth on e-volunteering and activism in the
scope of climate change.

1.2.2. Expected Impact and Objectives

In accordance with the EU Commission, “the structure, methods and communication channels
of youth work should adapt to the digital world: it should use technology and pedagogical
practices to increase access and help young people cope with digital means. Digital youth work
should be incorporated into youth workers’ training and — where they exist — youth work
occupational and competence standards.” (Communication from the Commission “Engaging,
Connecting and Empowering young people: a new EU Youth Strategy” COM (2018) 269). Thus,
the results of the 101 aims to lay the foundation for a more comprehensive understanding of
youth work in the frame of community media and digital methodologies.

The expected impact could be described shortly as:

e Greater understanding of the recent situation of digital youth work around Europe

e Acknowledgment of best practices related to community media and youth work

e Knowledge on youth pedagogical framework about community media and digital
youth work

® Measured level of youth engagement through community media tools

Regarding the first intellectual output, that this deliverable refers to, the following objectives
were accomplished:

Improved understanding of the recent situation of digital youth work around Europe
Acknowledged best practices related to community media and youth work
Measured level of youth engagement through community media tools

Provided a pedagogical framework for best practices in youth work

Created database of community media, related organizations and best practices, to
be included in the e-learning platform

PROJECT NUMBER - 2021-1-ES01-KA220-ADU-000026310

The European Commission's support for the production of this publication does not constitute an endorsement of
the contents, which reflect the views only of the authors, and the Commission cannot be held responsible for any
use which may be made of the information contained therein

9

ECO-MEDIA



Co-funded by
the European Union

1.2.3. Target group
The target group of this project includes 75 participants (15 from each partner country) as
following:

e Youth workers of NGOs, youth centers and foundations
e Social workers and school guides, from high schools
e Mentors, tutors and professionals from organizations working with youth

The participants’ selection took into account the following criteria:
e Experience in work with young people (age group 18 -29 years old)
e Knowledge and expertise in non-formal education methodologies
e |Interest in developing new strategies for tackling climate change
e Commitment to project activities, in particular, those aimed to enhance their
community media literacy.

Community media will be created with the support of the target group itself, specifically by
recruiting young people for e-volunteering and networking activities via the e-learning
platform. The involvement of relevant stakeholders (such as press associations, NGOs,
international organizations, etc...) in the activities of the content creation, as well as
dissemination events, will further contribute to the idea of community media and initiate a
network of communities and community media makers, to offer more chances of community
engagement in the matters related to climate change, more than the traditional media forms.
For the above-mentioned reasons, the project is expected to have an impact not only on a
local but also on a national and European level, creating the common ground for a long-term
societal change.

CHAPTER 2 | MAPPING OF APPROACHES FOR
YOUTH ENGAGEMENT IN VOLUNTEERISM

2.1. Aspects of the ECO-MEDIA Project

One of the main innovative aspects of the ECO-MEDIA project is its versatility: the creation of
community media networks and tailored training are designed to comply with the scope of
the project, i.e. climate change, but they can be adapted to any other field related to social
change based on volunteering and social activities. The project aims to train professionals
working with young people in using community media as a tool to enhance the quality of their
work and communication as well as to raise awareness on other volunteering approaches, i.e.
e-volunteering and digital activism, with a focus on climate change.
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Innovative aspects of the outputs are:

e Providing a broad pedagogical framework focusing on digital youth work

e Production of a digital toolbox for methodologies of youth engagement in the frame
of climate change activism and e-volunteering, to be included in the e-learning
platform

e E-learning platform for digital activism including 3 training units for youth workers and
6 units for engagement of young volunteers

e Adaptable design of the e-Platform: the scope for this project is climate change, but
the structure of the platform can be adapted and used for other societal challenges.

In order to make the content of this delivery more understandable to the general public, some
of the basic definitions of the ECO-MEDIA project are analyzed below.

2.1.1. Community Media

Community media, also referred to as the “third sector” of media (next to public and
commercial media), are a unique part of legitimized media systems in specific countries, which
do have the supporting legislature. Some possible community media synonyms that have
popped up since they appeared were - alternative media, critical media, activist media,
grassroots media, or citizen media- just to name a few. Some of these names just carry specific
characteristics of community media, therefore they are narrowing the meaning of community
media, but all of them are often used interchangeably. Community media, whether broadcast
or online, are crucial to ensuring media pluralism and freedom of expression, and are an
indicator of a healthy democratic society (UNESCO 2020). As an alternative medium to public
and commercial media, as well as social media, they are characterized by their accountability
to, and participation of, the communities they serve. They have a greater focus on local issues
of concern and facilitate public platforms for debate and discussion.

The basic premise of community media in the context of a global audience set is the fact that
the global audience is not formed exclusively by homogeneous recipients. There are multiple
homogenous subsets in the audience itself - which we call communities - which are defined
by being connected by a specific trait (e.g. a creed, work segment, similar hobbies, similar
health disabilities, etc.). These are conscious criteria, hence the person is a part of the
community by his choice, not by some external factor. McQuail defines this audience as
bounded, interactive and within a normative regulation. This leads to the realization that
community media are media about communities, created by communities and intended for
these communities.

The geographic scope of community media can be thought of in a variety of ways. The
fundamental premise of community media outlets is to engage those groups that are
categorically excluded and marginalized from the media making process. This, of course, is
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not dependent on geographical proximity per se. Community, as a concept, can be extremely
local or broadly global. The essence of community is the existence of a commonality that
unites people; therefore, we can also structure community around language, shared interests,
culture, religion, social issues, sexual orientation, etc. in which case the geographical
parameters can be local, national, global or any combination of the three.

The nascent impetus for community media analysis stemmed from the efforts to
"democratize" the media (Rennie, 2006, p. 17). The corporate controlled media and its
adjacent interests were as much of an issue in the late 60s and 70s as they are today. The
actual realization of community media outlets was hindered by clashes with both private and
governmental sectors. The potential empowerment in the hands of local citizens and the
possibilities to effect change became embedded in the social fabric and has been fought for
ever since. Rennie (2006) describes how the birth of community television and radio in the
United States made the concept of community media synonymous with the principle of free
speech. It is important to frame the historical development of community media
around public access television and community radio although print was certainly a
widespread means of community communication.

Community radio also has a pivotal role historically as a community media outlet. Its history
dates back to amateur radio organizations that formed in 1906 (Rennie, 2006, p. 62). From a
historical perspective, the seminal example of community radio is Lewis Hill's Pacifica Radio.
This first Pacifica station was funded through listener support and philanthropic foundations.
Pacifica's mandate, that Hill expressed as "to engage in any activity that shall contribute to
the lasting understanding between nations and between the individuals of all nations, races,
creeds, and colors," has served to frame the community media movement through its
historical and technological development (Rennie, 2006 p. 64).

Kleinsteuber and Sonnenberg (1990) point out that community television and radio in Europe
arose "from criticism of a monopolistic public service system that was considered out of touch
(as cited in Rennie, 2006, p. 78). The two main themes that were the driving force of
community media in Europe were the breakdown and decentralization of this monopoly
structure and the threat of amateur media to the public service monolith. The experimental
period of community media expression in Europe began in the 1970s after North American
cable access was underway. It was therefore seen as a model but also understood that the
media environments were structurally different (Rennie, 2006, p. 82). A powerful community
media example external to both North America and Europe is the Bolivian Miners' Radio of
the 1940s. The station was established by the local miner's union and became an important
tool for communication, resistance, and educational and cultural expression (Rennie, 2006,
p.17).
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People are constantly making community media if one broadens the conceptualization of the
term. Community media is particularly evident when individuals face circumstances that test
the human capacity to bond and connect. The organizational structures are different but the
intent to get an idea out is exactly the same in all cases. Regardless of the issue and politics,
citizens want to have an arena to express their ideas to others. This is the essence of a
democratic society and the basis for the existence of community media in all its current forms.

2.1.2. E-Volunteering and Digital Activism

E-volunteering:

E-volunteering is Internet-mediated volunteering, also referred to as virtual volunteering,
online volunteering, cyber volunteering or digital volunteering. The term is coined to signify
the type of volunteering in which the Internet (the use of an Internet-connected device) plays
a crucial role in recruiting volunteers and delegating and completing voluntary work (E-
Volunteering Handbook, 2014). E-volunteering, as the name suggests, has a lot in common
with traditional forms of volunteering. Thus, e-volunteering is a non-paid activity undertaken
freely and purposely to the benefit of other people, with one additional condition: the actions
must be performed (wholly or partially) remotely using the Internet. Online volunteering, like
onsite volunteering, relies on human compassion, the desire to lend a hand or help make
a difference, and on the willingness to share one’s time and skills. But e-volunteering is also
revolutionary, taking the traditional volunteering to the new level of the Web. Using the
Internet as an everyday volunteer tool opens up a world of possibilities. Diminishing time and
space constraints, it provides the voluntary work with new opportunities and forms and makes
it global. E-volunteering is not meant to replace onsite volunteering. On the contrary, e-
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volunteering supports traditional volunteering by increasing its elbow room. Emerging
technologies can significantly impact projects’ scope and reach. It also may attract those who
have no prior experience in voluntary work (but instead are digital natives, fluent in the
Web's structures and possibilities). For many people, e-volunteering may become their
favorite way of engaging into service, while for others it will remain simply an add-on to onsite
volunteering. The Web can be a perfect tool for non-profit organizations, companies and
other active individuals who want to make a difference. Harnessing new technologies to carry
out volunteering goals can give them not only effective resources but also a way to get in
touch with committed people who support their cause.

E-volunteering is a non-compulsory, unpaid Internet mediated activity for the benefit of other
people coming from outside of one’s family or friends’ circle [1]. It is also referred to as online
volunteering, virtual volunteering or cyber volunteering and encompasses all volunteering
activities where volunteer or volunteers perform their tasks online. E-volunteers typically
perform the following activities

E-volunteers can provide their services directly or can use online platforms in order to connect
with those who need or seek such service. Some examples of the tasks that e-volunteers can
perform are presented below:

dia profile
sions

Fundraising tasks
* updating a database of potential benefactors
« preparing a newsletter for benefactors

igning and editing iCs/vi s
.. logotypes, flys pOs promotional ads)

Promotional tasks
= writing press releases
*» contacting media sponsors

S5
m

ing, advice on a topic
ring and leading e-learning courses

Source: E-Volunteering Handbook (2014)
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Digital activism:

The world is in the midst of a digital revolution. The new tools of social media have reinvented
social activism. Over the past decade, people around the globe have become increasingly
aware of and interested in the expanding use of digital technologies, computers, mobile
phones, and other Internet enabled devices, in the battle for social and political change. These
practices, also referred to as “digital activism,” have been approached by journalists, picked
apart by bloggers, and enthusiastically studied by scholars, students, activists, and
corporations who desire to understand and derive conclusions concerning such a
controversial and disagreed upon topic. The subject of digital activism is often associated with
stories and case studies: tales of political campaigns that used a social network to mobilize
volunteers; inspiring stories from Iran or Moldova about citizens broadcasting mobile phone
videos on YouTube or giving protest updates on Twitter. These tales are analyzed, reported,
and critiqued. In conclusion, lessons are derived and best practices are imitated. The field,
nonetheless, is fragmented.

Michael Hardt links the emergence of digital activism to what seems like a speeding up of the
protest cycles where a focus on media and communication aspects of social movement
organization and an increasingly swift rate of technological change gives an impression of
“accelerated rhythms of political shifts” (Hardt, 2017: 90). When examining this phenomenon,
we have to remember that the term digital activism is broad and ambiguous (Yang, 2016).
Definitions include activism that engages both fixed and mobile devices with access to the
Internet such as different forms of hacktivism, denial of service attacks, hashtag activism, and
open source advocacy (Joyce, 2010) or definitions that include all digital media used for
political purposes (Gerbaudo, 2017).

Digital Activism has been an important trend in contemporary social movements, amid an era
marked by rapid technological change. From the 2011 movements of the squares, to the Gilets
Jaunes and the 2019 anti-government protests from Chile, to Ecuador and Lebanon have seen
the use of new social media tactics, using platforms such as Facebook and Twitter for purposes
of organization and mobilization. The 2020 coronavirus crisis made digital activism even more
important. Due to lockdown measures, citizens couldn’t engage in traditional physical forms
of protests, such as demonstrations, pickets, sit-ins, etc. However, the need for social action
is not diminished, given the need for social solidarity amidst this crisis, and the emergence of
new grievances, related to the economic effects of the crisis, which unveiled the enormous
injustice at the heart of our societies. Thus, in the last years, we have witnessed new forms of
collective action organized online. This range from collective flashmobs such as
#clapforourcarers in the UK and similar ones in other countries, which call citizens to express
their solidarity towards doctors and nurses to all sorts of actual protest organized online such
as ‘caceroladas’ (banging pots protests) called on social media, to the use of memes and other
forms of online propaganda to express dissent at the way governments are managing crucial
social matters.
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Although a more thoroughly written history of digital activism seems to still be missing, there
are a few attempts at periodizing digital activism. Defining digital activism as political
participation and protest organized in digital networks, Athina Karatzogianni (2015) explores
four waves of digital activism. She identifies the first wave as starting in 1994 with the
Zapatista movement and anti-globalization movement, including alternative media such as
Indymedia. The second wave of digital activism stretches from 2001 to 2007 and is mainly
constituted by the rise of digital activism linked to anti-lraq war mobilizations. During the third
wave after 2007, digital activism spreads to the BRICS (Brazil, Russia, India and China) and
other countries beyond Europe and the United States, where it had initially originated. The
fourth wave between 2010 and 2013 marks the mainstreaming of digital activism that is
dominated by discussions of large-scale digital state surveillance unveiled by WikiLeaks and
Snowden.

2.1.3. Climate Change

Contemporary societies are faced by a new danger haunting the ‘globe’ — the changing of the
world’s climate. This was not believed possible by scientists until fairly recently although the
theoretical idea of a ‘greenhouse effect’ has been well established for a century or so (Urry,
2015). That there are raised levels of ‘greenhouse gases’ in the atmosphere results from data
collected from a measuring station established on the Mauna Loa volcano in Hawaii in 1959
to monitor CO; and other emissions in the atmosphere. These readings showed that CO, was
not being fully absorbed into the oceans and was inexorably rising. This may be the most
widely reprinted set of natural science data ever collected. This one almost accidental curve
derived from data from one observatory in one somewhat obscure location showed how the
earth was being irreversibly changed by unprecedented human activities that raised CO
levels. Moreover, other data collected around the world recorded increasing temperatures on
land and at sea. It was concluded that rising emissions were at least in part responsible for
these increasing temperatures. And if temperatures continue to increase by anything
between 2—6 degrees Celsius as emissions rise and stay in the atmosphere for hundreds of
years, then human, animal and plant life will be transformed. The material world apparently
does matter and can ‘bite back’ with interest (see leading US Climate Scientist, Hansen, 2011).

Two groups of analysts have dominated the understanding of apparently rising emissions and
temperatures, namely physical scientists and economists (see Urry, 2011: chapter 1). On the
one hand, there are many climate scientists working in and across a wide range of different
scientific disciplines. Much of their work is synthesized every few years in the authoritative
Intergovernmental Panel on Climate Change (IPCC) Reports. The IPCC was founded in 1988, a
year of record temperatures, by the United Nations Environment Programme with up to 2500
scientists examining the links between greenhouse gas (GHG) emissions and climate change.
These reports are endorsed by most governments, with the first published in 1990. By 2007
the IPCC stated that the evidence of humans changing climate is ‘unequivocal’. Pertaining to
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this, Nobel prize-winner Paul Crutzen argued that there is a new geological period of human
history, the ‘anthropocene’ following on from the holocene. In this new period, it is human
activities that exert a major impact upon almost all aspects of the earth system, an impact
equivalent to a great force of nature (available at  http://www.
anthropocene.info/en/anthropocene and accessed 18 September 2012). Drawing upon
research with at least 47,000 peer-reviewed articles published by the mid-2000s are many
scientific journalists who interpret and disseminate the sciences of climate change for a wider
public (Pearce, 2007).

On the other hand, scientific researches showed that climate change is not a purely ‘scientific’
problem and that human actions are central to this apparent warming of the planet. Also
research shows that such warming will only be slowed down or reduced if ‘humans’ around
the world behave differently. Economists are typically viewed as being best able to examine
these ‘human’ dimensions of global climate change. Their central role was especially reflected
in the Stern Review which established the relatively limited costs of developing appropriate
policies for mitigation by comparison with the vast expense of climates actually changing
(Stern, 2007).

Lessening the worst of climate impacts requires a substantial push to limit global temperature
changes over the course of this century. This in turn depends on humankind’s ability to
achieve rapid and sustained reductions in greenhouse gas emissions over the next several
decades. Doing so demands a transformation of our economy and our systems of production
and consumption, from changing how we generate energy and produce food to how we
consume goods and services. While the focus for most of this change often rests at the scale
of government and industry, changes at the level of individuals, households, and communities
are of profoundly greater importance than most people appreciate. As individuals, people
often report feeling hopeless that they can effect change on a scale that matters for something
as big as climate change. But individual behavioural changes when taken up by billions of
people makes a decisive difference. Nearly two-thirds of global emissions are linked to both
direct and indirect forms of human consumption; despite what the headlines suggest, even
conservative estimates for the potential of changing behaviors to reduce natural resource
consumption represent an enormous contribution to reducing global emissions. Achieving this
potential, however, is a daunting challenge. It requires finding innovative ways of engaging
individuals, households, and communities, and changing patterns of production and
consumption that are ingrained in routine ways of life. The movement to mitigate climate
change has tended to rely heavily on categories of solutions that include: sweeping global
policy reform, offsets and economic incentives to influence industry, and information-based
messaging. Without a doubt, each of these is an important component to the worldwide effort
to stop global warming. But we know that people are more complicated than the narrow
solutions we often design to influence them.
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2.2. Country mapping and relevant national findings of community
media approaches for digital youth work

In this section the partners explored how the youth working organizational sector adapted to
the needs that came up during the pandemic and identified the methodologies and means
that they used to provide digital youth work and engage young people to e-volunteering
activities. Moreover, through transnational surveys, the level of familiarity of organizations
with each country’s community media has been explored, as well as the dynamics of climate
change-related actions to attract volunteers.

Through the Eco-Media project, the improvement of partnership among youth organizations
and community media is going to be achieved, free accessible digital tools and e-learning
material will be provided and the importance of e-volunteering against climate change will be
highlighted. In this first step, a questionnaire has been delivered among project’s partner
countries (Austria, Cyprus, Greece, Finland, Italy and Spain) to collect data for digital strategies
and means that organizations are using for youth engagement in volunteering activities.
Through analysis of responses and comparison of national reports from Spain (P1), Cyprus
(P2), Italy (P3), Austria (P4), Greece (P5) and Finland (P6), useful data emerged on how
organizations operated in the digital era and youth worker’s opinion on which activities could
motivate youth to participate in volunteering activities. The national reports can be found in
ANNEX II.

2.2.1. Spain (P1)

According to the study carried out in Spain it has been made clear that there are many fields
which must be improved in Spain. In the first place, despite the distribution via social
networks, mailing and WhatsApp to youth workers, mentors, tutors, NGOs and, in general,
people who work with young people and volunteers, only a total of 14 responses were
received, which implies that participation in volunteering, in general, must be reformed in the
youth field. In addition, as specified, there is a digital literacy among young people when it
comes to developing and linking their organizations with community media. In the same
answers we find the request for training courses, because despite the fact that we live in a
digital age, perhaps the use of specific tools is not carried out. This will also support the effort
to promote green e-activism in the field of climate change.

On the other hand, the participation of public actors and government representatives in the
voluntary sector must be strengthened to provide greater support in the digital field, thus
contributing to the resilience of organizations and involving young people and associations.
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2.2.2. Cyprus (P2)

Through desk research and questionnaire distribution the partner in Cyprus managed to gain
insights on the digital strategies and means that organizations in Cyprus are applying for the
engagement of youth in volunteerism. Most youth workers declare that they are familiar with
digital tools in order to provide qualitative lessons and digital activities to youth, but there is
still room for improving their skills. Organizations in Cyprus, are using social media and
websites to disseminate news and volunteering opportunities and even through the
pandemic, they were providing chances for e-volunteering activities such as marketing and
promotion via social media, e-mail management and data analysis and stated “rather
satisfied” to “satisfied” regarding the acceptance their methods received from volunteers. In
spite of this, the biggest obstacle organizations (18 of 30 responders) came across last years
was the lack of participants, thus highlighting the need for more effective methods to
motivate youth to volunteer.

Only 5 in 30 organizations preferred community media to spread news and opportunities,
even though 90% responded with a level of familiarity with Cypriot active community media.
Moreover, better networking between organizations in the sector of youth and community
media of Cyprus should be achieved. For this reason, conferences will conclude youth workers
and community media activists, lists of active community media (containing all necessary
contact information) will be distributed to organizations and backwards and free accessible e-
learning platforms as well as digital toolkits (created by Eco-Media partners) will be promoted
amongst them.

Accordingly, to Eco-Media’s scope, an e-learning platform with relevant training content and
digital tools will be created in the scope of briefing youth workers and youth about the climate
crisis and sustainable environmental actions to mitigate the effects of climate change. Over
50% of youth workers believe that organizing green actions and giving presentations about
climate change could be effective for raising youths’ awareness and engaging them in
volunteering activities. Finally, the e-learning material and digital toolkit, it is believed by the
majority of youth workers (85%) that if it consists of material related to climate change it will
have a great contribution in engaging youth to volunteering activities.

2.2.3. Italy (P3)

Through desk research and questionnaire distribution we managed to gain insights on the
digital strategies and means that organizations in Italy are applying for the engagement of
youth in volunteerism. Most youth workers declared that they are very familiar with digital
tools in order to provide qualitative educational and digital activities to youth and their
organizations are using social media and websites to disseminate news and volunteering
opportunities. While only half of them indicated an average level of familiarity with relevant
community media, showing a high opportunity for the Eco-Media project to enhance it
further. Indeed, only 7 respondents (22,6%) came in contact with their national community
media for informing youth for volunteerism. As a result, through the Eco-Media project
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community media will be promoted as an innovative tool for the engagement of youth in
volunteering activities, by the provision of expertise in digitalization, digital tools and e-
learning material. Moreover, better networking between organizations in the sector of youth
and community media of Italy should be achieved.

In terms of specific actions to promote youth engagement in volunteering activities,
respondents prefer the creation of e-learning platform and digital toolkits regarding social
challenges topics (39%) and E-volunteering in community media (35%). Accordingly, to Eco-
Media’s scope, an e-learning platform with relevant training content and digital tools will be
created in the scope of briefing youth workers and youth about the climate crisis and
sustainable environmental actions to mitigate the effects of climate change.

Finally, most youth workers (61%) believe that creating a media campaign and organizing
volunteering green actions (55%) would be the best options, underlying the importance of
both information and action.

2.2.4. Austria (P4)

In Austria, 30 youth workers, mentors, tutors, and, in general, people working with young
people and volunteers, were surveyed. Results revealed that in Austria there is still room for
improvement when it comes to the awareness of e-volunteering opportunities, especially
linked to the lack of information (for example about specific platforms and tools).

Additionally, if on one hand there is a quite satisfying level of familiarity with the digital tools
among young people, there is a need for more appropriate digital education for youth
workers, to be able to empower potential young volunteers in e-volunteering activities. This
will also support the effort to promote green e-activism in the scope of climate change.

Moreover, according to the findings, the involvement of public stakeholders and
representatives of the government in the NGO sector, should be reinforced in order to provide
greater support in the digital field, thus contributing to the resilience of organizations.

2.2.5. Greece (P5)

From the findings, it was obvious that most organizations in Greece feel familiar with digital
tools and the usage of several digital means. Nevertheless, there is always a place for
improvement. Social media and articles have been proven great assistance for the promotion
and dissemination of volunteering opportunities for organizations, especially throughout the
pandemic period. This is being confirmed by youth workers as they stated satisfied for the
response of young volunteers to the digital methods they applied.

Even though organizations in Greece offer support to young people through several means
(online seminars, places with free wi-fi, etc.), their engagement has been identified as one of
the main obstacles to organizing and implementing volunteering activities. Additionally,
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organizations seem to be unfamiliar with software related to the engagement of people in
volunteering activities, as most of them stated they do not use or do not even know such
software. Despite the attempts of the organizations through several means to promote digital
tools and volunteering, a great boost would be free of charge digital software and tools.
Finally, from the responses received, there is a lack from a governmental point of view of the
support they offer to the organizations in the Greek context, which obviously affects efforts
of digitalizing their services and provide quality digital youth work.

2.2.6. Finland (P6)

Considering that the number of respondents who chose to answer the questionnaire was only
9 — about a third of the targeted sample size (30 respondents), the results of this survey must
be interpreted with care. Multiple factors contributed to this limited number of participants.
The main contributor to the limited number of respondents is the reliance on direct reach of
key contacts and representatives of relevant organizations working with young Finnish
people. Although these contacts might have the best insights on the functioning of their
organization, including, for example, information which might not be available to young
volunteers such as the funding received by the organization, they are generally busy and
unlikely to respond to questionnaires received online since they might be getting many spam
emails daily. For instance, only 22.2% (2/9) of the respondents answered that they would like
to receive informative materials from the ECO-MEDIA project. Further, the questionnaire was
distributed in English language. While the majority of Finnish residents are fluent in English,
potential Finnish respondents might prefer to respond to queries made in their own language.
Although Finnish is the language of the majority in t